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The discourse firstly starts with the current situation of A Enterprise, and then 
has analysis on A Enterprise’s developing situation, existing problems and their root 
causes, in order to find out the main obstacles which hinder the development of A 
Enterprise. Secondly, in the discourse we make in-depth interpretation on the 
competitive structure of jewelry and jade industry from the macro-level perspective 
and also make analysis on the competitive environment and competitiveness of A 
Enterprise from the micro-level perspective, and finally, based on A Enterprise 
resource capacity and competitive advantages, with detailed analysis on the market, 
we have confirmed the enterprise positioning and target market selection of A. 
On basis of the enterprise positioning and target market selection, in the 
discourse, we’ve studied and confirmed the marketing and sales mix/combination 
strategy from the aspects of products, price, promotion, and place（channels）. The 
discourse came up with strengthening the establishment and use of the promotion 
combination strategy, to take the word-of-mouth marketing, story marketing, 
relationship marketing and culture marketing as breakthrough points, and increase 
theagglutinative of clients; The discourse also put forward strengthening the 
establishment and use of product strategy, laying emphasis on experiencing 
marketing and innovative marketing, to improve the attractiveness from the 
consumers; we should focus on the new-media marketing and match with the 
concept of new-technology and Internet banking, forming the on-line and off-line 
organic combination, to establish and confirm the channel marketing strategy with 
creativity. 
   In regard to the implementation of sales and marketing combination strategy, in 
the discourse, A Enterprise should change the marketing concept, change the 
marketing mode, adjust the marketing structure, and improve the HR management 
and technology development capability. The above five points can be a guarantee for 
the implementation of enterprise’s sales & marketing combination strategy. 
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